Conflict of interest and alcohol discourse-a new face but familiar messages.
The launch of a new alcohol industry body, the Alcohol Beverages Council, provides an active voice in the media debate on alcohol policy in New Zealand. The Council's messages are the usual ones offered by the alcohol industry: a focus on the drinker, not the product; protection of the rights of the moderate drinker; arguments for education; and erroneous statements about evidence-based policies. At the global level these messages, in the context of corporate social responsibility and lobbying activities, have been successful in subverting effective policy. A similar lack of policy implementation has happened in New Zealand. Underpinning the industry lobbying is the need to protect their sales and profits, 46% of which, in New Zealand, are derived from very heavy alcohol consumption. It is important policy makers and media recognise the conflict of interest inherent in these messages.